Constantly increasing consumption of alcohol and the associated negative consequences affecting human health and not only, present a major problem for Czech Republic, Slovakia and the world overall. Increased alcohol consumption is directly related to easier accessibility of alcoholic beverages, this especially concerns younger generation of consumers. It is generally known that one of the most frequent causes of premature death within the European Union is excessive consumption of alcoholic beverages. In terms of the consumed alcohol volumes, Czech Republic and Slovakia are among the countries with the highest levels of consumption in Europe. For this reason, the main purpose of this paper was to examine the consumption of alcohol and consumer behavior at the alcoholic beverages market using a marketing survey, and also to identify the main reasons leading to the consumption of alcoholic beverages, as well as the factors influencing the most on the consumer decision-making leading to purchases and consumption of alcohol in Czech Republic and Slovakia. Primary data was acquired through the questionnaire survey with 686 respondents in Slovakia and 757 respondents in Czech Republic. Based on the results of the questionnaire survey, it is possible to state that in both countries the most preferred alcoholic beverage is wine and the main motives behind the consumption of the consume preferred alcoholic drink are consumption during social events and entertainment as well as the fact that consumers just like its taste. The main reasons for consuming alcoholic beverages in both countries is the taste, while quality is considered to be the most important factor when deciding to buy a particular drink. Using the cluster analysis method, 5 segments were established and described for Czech Republic and Slovakia. Individual segments differ in their respective characteristics of consumer behavior in both countries.
http://mmi.fem.sumdu.edu.ua/en (2016) , drinking alcohol is an occasional activity shared by people, often associated with festivals or other special occasions. Lopez -Cisneros et al. (2013) state that alcohol consumption is a global phenomenon that involves multiple factors and determinants. Generally speaking, alcohol is a legal food commodity. Alcohol consumption in Slovakia is more than a few centuries old tradition and is tolerated in society (Holienčinová, 2013) . The Czech Republic is known for its long tradition in the production and consumption of beer and the beer industry is an important part of their culture (Dzúrová et al., 2010) . The term alcoholic beverage includes drinks like a beer, wine and spirits. Based on the data from WHO, worldwide total per capita consumption of pure alcohol is 13.5 g per day. The spirits represent 50.1 % of total alcoholic beverages consumption, followed by beer (34.8 %) and wine (8.0 %) (Zhou, 2016) . The structure of alcoholic beverages consumption is different in various countries and depends on the habits, customs and cultural traditions of population (Solov´ev, 2016) . In contrast to the descending curve of wine consumption can be highlighted the increase in beer and spirits consumption driven mainly by the younger generations (Marinelli et al., 2014) . Based on the other research findings, the traditional Italian drinking model is highly characterised by daily consumption of alcoholic beverages, mainly wine during meals. Alcohol such as wine is related to the Catholic tradition in this country and to the cycle of the cultivation (Guidi -Di Placido, 2015) . There is a generally accepted viewpoint that the wine industry necesarilly needs to increase the quantity of wine consumers (Mcintyre et al., 2016) . In general, in most European countries, the legal drinking age is 18, in Germany, the Netherlands, Belgium and Switzerland, it is 16 for wine and beer and 18 for strong alcoholic beverages. In Luxembourg, Portugal, and Spain, it is 16 for all alcoholic beverages and in Malta and Cyprus, it is 17 for all alcoholic beverages. In Iceland, it is 20 for all alcoholic beverages (WHO, 2013) . Alcohol consumption by young people before the recommended age is the global problem. (Rowland, 2015) . Harmful consequences of alcohol consumption are obvious, but nowadays most people of young generation have easy access to alcoholic beverages. Those alcoholic beverages are considered a potential source of pleasure and therefore should be regulate the marketing of alcoholic beverages (Sancho et al., 2011; Stautz -Marteau, 2016) . In addition to differences in alcohol consumption among younger and older consumers, we can also see evident differences between genders in relation to alcohol consumption at various locations. Alcohol consumption is more common in men than in women. Several studies have found out that these differences are not significant in the population of the young adults, especially regarding to heavy episodic drinking. The prevalence of heavy episodic drinking is similar in men as well as in women (Moure -Rodríguez et al., 2016) . Based on study by Raciti et al. (2013) , women are less likely to consume alcohol in pubs compared to men. Women generally prefer to drink alcoholic beverages in restaurants or at friends' and family's households. Younger, as well as urban women incline to drink alcohol beverages in more public locations, for example: pubs, hotels and restaurants compared to older and rural women. According to Mwinilanaa Tampah et al. (2015) there are studies in which is recommended the daily consumption of alcoholic beverages. However, there are also studies where alcohol consumption has been ranked among the riskiest health factors. Rada -Ispas (2016) state that alcohol consumption negatively affects not only our health. Therefore, prevention and limitation are most important in reducing alcohol consumption. By Leasure (2015) lower consumption of alcohol does not represent an improvement in our health status. A variety of factors have been identified at the individual and the societal level, which affect the levels and patterns of alcohol consumption and the magnitude of alcohol-related problems in populations. Environmental factors include economic development, culture, availability of alcohol, and the comprehensiveness and levels of implementation and enforcement of alcohol policies. For a given level or pattern of drinking, vulnerabilities within a society are likely to have similar differential effects as those between societies. Although there is no single risk factor that is dominant, the more vulnerabilities a person has, the more likely the person is to develop alcohol-related problems as a result of alcohol consumption (WHO, 2015) . Moreover, we can state, it is absolutely necessary to examine alcohol consumption, what are the main motives for drinking and what is the impact of alcohol consumption on the society.
Data and Methodology. The main objective of this paper was to examine the consumption of alcohol and consumer behaviour in the alcoholic beverages market using a marketing survey, also to identify the main reasons leading to the consumption of alcoholic beverages, as well as the factors most influencing consumer decision-making leading to the purchase and consumption of alcohol in the Czech Republic and Slovakia. The main source of primary data were the results of a questionnaire survey conducted in 2016 across Slovakia (686 respondents) and the Czech Republic (757 respondents). The survey results from both countries were then compared to each other. The structure of the surveyed sample group in Slovakia and the Czech Republic is presented in Table 1 . Residing city size up to 2 000 residents 22,0 27,0 2 001 -5 000 residents 10,0 21,0 5 001 -20 000 residents 12,0 14,0 20 001 -50 000 residents 15,0 15,0 50 001 or more residents 40,0 23,0
The questionnaire contained questions about the types and quantities of alcoholic beverages consumed, the reasons that lead to the consumption of alcoholic beverages, and the factors that are influencing the consumer in the alcoholic beverage market the most. From the results of the survey conducted in the Czech Republic and Slovakia, it is possible to describe Czech and Slovak consumers http://mmi.fem.sumdu.edu.ua/en aged 18-24 with secondary or tertiary education who are employees or students with monthly income per capita up to 10,000 CZK (370 Euro) from the point of view of their behavior in the alcoholic beverages market.
Cluster analysis. When searching for similarities in consumer behaviour we used cluster analysis method. Application of cluster analysis is particularly suitable where there occurs a tendency to create natural clusters. The principle of clustering methods is to use a measure of dissimilarity (or similarity) of objects and clusters. The most widely used measure of dissimilarity is the Euclidean distance. For the purpose of this paper hierarchical agglomerative clustering procedure was selected, using the method of Squared Euclidean, which is a way of assessing the distance or similarity between objects and Furthest Neighbor Method at which there is the tendency to form compact, but not too large clusters. Using the cluster analysis method, 5 segments were created and described for the Czech Republic and Slovakia.
Results. Figure 1 shows the consumption of alcohol in liters of pure alcohol per capita between years 2001 and 2016 in Slovakia and the Czech Republic. These data are derived from the consumption of all types of alcoholic beverages, including beer, wine and spirits. In the Czech Republic, per capita consumption of alcohol is higher than in Slovakia during all years under review. In both countries, the development of alcohol consumption is fluctuating. The highest alcohol consumption per capita in Slovakia was in 2008 (9.6 liters) and the lowest in 2003 (8.1 liters), the highest alcohol consumption per capita in the Czech Republic was in 2007 to 2009 (10.4 liters) and the lowest in 2004, 2010, 2011, 2013 and 2015 (9.8 l) . For all the compared years, in the Czech Republic there's recorded higher alcohol consumption per capita by about 1 liter compared to Slovakia. The results of the survey show that young people, mostly with secondary and tertiary education, prefer wine to beer as their choice of alcoholic beverage. This fact corresponds to the answers on the reasons that lead to consumption of the beverage, which mainly is its palatability. Wine is within this segment of the population more popular. Both countries coincide with liking the wine (figere 2-3). Most respondents, 57%, as a reason for consuming chosen type of alcoholic beverage mention the taste properties of the drink, other reasons being easy accessibility and price (17% both reasons) and 10% named a habit (figure 4-5). These are serious findings useful for the combat with excessive alcohol consumption and consequences linked to alcohol abuse. What are your reasons for drinking specifically this type of alcohol? http://mmi.fem.sumdu.edu.ua/en respondents, (which in subject classification are young people in that age when the habits are formed,) alcoholic beverages are easily accessible, both physically and financially. Equally significant finding is that in both countries around 10% of respondents admitted that they already have an alcohol drinking habit. Frequency of consumption of individual types of alcoholic beverages is shown in Figure 6 . Most respondents answered they drink occasionally or several times a week, same in Slovakia and in the Czech Republic. Daily consumption was admitted by less than 3% of respondents in both countries. The situation is more favorable when looked upon the answers to questions that have quantitative nature, such as frequency, consumption in liters or CZK. Always the largest number of respondents is found at the lowest alternative. Two-thirds of respondents consume alcohol from zero to 1.5 liters per week, and this finding directly corresponds to expenses on alcohol from zero to 150 CZK / 5.5 Euro per week. However, both findings are not in line with quality factor, which by the views of respondents is most decisive factor when buying alcoholic beverages. Given the declared amounts of consumed alcoholic beverages and the money spent, quality cannot be accepted as the most important factor when purchasing alcoholic beverages.
The total amount of consumed alcoholic beverage per week was most frequently in the range 0-1.5 liters and in the range 1.5 -3.0 liters. Other consumption ranges seem constant (see Figure 7 ). Worthy of attention is the consumption of more than 6.0 liters per week, as well as less than 4% of respondents was not able to estimate the amount of alcohol consumed on average week. The weekly amount that respondents usually pay for the alcoholic beverages of the chosen type is for the majority of respondents in both the Czech Republic and Slovakia in the range of 150 CZK/ 5.5 Euro, followed by 17% of respondents in Slovakia, 25% of respondents in the Czech Republic that usually pay between 151 -300 CZK / 5.51 -11.5 Euro and only for the few percent of respondents is the amount higher. 5% of respondents were not able to estimate the amoun ( figure 8) . The place/situation where the respondents consume alcoholic beverages made the biggest difference between the two countries. Alcoholic beverages are consumed in Slovakia mainly in bars or pubs or on exceptional occasions, followed by home consumption. On the contrary, the smallest differences between the place of consumption of alcoholic beverages (see Figure 9 ) were recorded in Czech Republic (almost evenly distributed values). Also interesting are the motives that lead the respondents to consume alcoholic beverages. The main reason to drink alcohol is the fact that it is tasty, equally numerous is the reason that consumption of alcoholic beverages happens during the entertainment activities, followed by drinking due the health effects and for relaxation, to satisfy thirst and then also to maintain the social status. Total numbers in both countries are close with two visible differences, one is the consumption of alcohol during the entertainment seems to have more importance in Slovakia, and in the Czech Republic maintaining social status is more relevant. The score representation is exhibited in Figure 10 . During the search for factors that influence consumer behavior in the alcoholic beverage market the most, respondents expressed their opinion on the importance of the individual factors by the number of points allocated on the 10-point scale, with the following results: the greatest importance the respondents assigned to the product quality factor, then the recommendations, price, useful properties, brand, producer, discount offer (flyer), and product ad. These mentioned factors only influence the decisions about the choice of alcoholic beverage, not the consumption itself. These factors have a relation to quality, sometimes indirect (recommendations from friends) or directly to the brand and producer. The least significance for the purchase respondents admitted have advertising and discount events. The importance of the different purchasing factors in both countries is very similar. Emphasized importance of the quality does not correspond to the finding about the amount of consumed alcoholic beverages and the money spent on them. The money spent on admitted consumed amounts does not match the required high quality. Point representation of the significance of individual factors in the CZE and SVK is exhibited in Figure 11 .
Knowing the individual factors that affect the purchase contributes not only to the improvements in theory of consumer behavior, but also to the use of appropriate marketing tools and anti-alcohol legislation in the context of alcohol consumption.
Targeting individual consumer segments created by cluster analysis method helped with increasing the efficiency while using marketing tools. Its application on CZE data resulted in creating 5 segments, which can be characterized as follows: Segment 1. Segment can be characterized as a group that is not definitely set on the consumption of alcoholic beverages, and it cannot be branded for drinkers. If they consume, then occasionally, prefer wine, with minimal knowledge of the significance of the factors that motivate the consumption of the drink. This segment is predominantly made up of university students, with no opinion on the quality of alcoholic beverages, with a bit of exaggeration, the segment can be described as abstainers.
Segment 2. This segment prefers beer as the alcoholic beverage of the choice. Czech Republic consumption are the taste properties of the beer, decisive factors are quality, brand, manufacturer. Weekly consumption of this alcoholic beverage (beer) is the largest of all segments, up to 4 liters (excluding segment 1). Consumers of the 25-40 age group predominate, mostly employees, with secondary education. Beverage expenses are among the lowest -200 CZK per week. The place for the consumption has 2 alternatives -at home or in the pub. Segment 3. Segment that prefers spirits, younger ages 18-24, predominantly secondary education, students. The decisive factor for buying and drinking is taste, price, various discount events and costeffective deals. This is a low-income segment, but weekly expenses of around 400 CZK.
Segment 4. Segments of spirits consumers, consuming occasionally, in restaurant facilities, quality selected brands, regardless of price. A segment achieving the highest monthly earnings, mostly with an economic activity as employee, with an emphasis on social status.
Segment 5. Segment of casual wine consumers, for its taste, properties and quality, which consumers associate with relaxation and stay in a nice environment. It consists of college students, monthly earnings up to 20,000 CZK, with an emphasis on social status.
Based on the survey results in Slovakia, using the method of cluster analysis, 5 segments were created too, but they distinguish from the Czech Republic segments: Segment 1. This segment is made up of consumers of spirits, for which they decide due to the taste properties of the product. The consumer segment favors high quality, specific manufacturer and brand. Weekly consumption is about 1.5 liter, alcohol is consumed occasionally, with weekly expenses of about 150 CZK.
Segment 2. Segment can be branded as a segment of beer consumers. Decisive factor are clearly its taste properties, they consume beer on any occasion, they decide by quality, manufacturer and brand.
Segment 3. Segment of consumers who prefer wine before the rest of alcoholic beverages. Crucial is its taste and price, the consumption of wine has become a certain habit, this type of drink is consumed to satisfy thirst. Among the characteristics that motivate consumption, unlike the previous two segments, there is a lack of quality, and neither brand or producer play any significant role. Segment 4.Segment that includes consumers with not definitive view on alcoholic beverages, with minimal consumption and minimal alcohol expenditures.
Segment 5. Includes consumers who prefer spirits but consume other alcohol too, they consume to satisfy thirst, search for cost-effective products, with certain utility properties.
Conclusion.The main purpose of this paper was to examine the alcohol consumption and to point out 17%) . Interesting are the reasons for consumption of alcoholic beverages, with approximately the same results recorded in both countries. In Slovakia, the main motive is the consumption of alcohol during the entertainment activities (33.36%) and the fact that they taste good (27.54%). In the Czech Republic, the main motive is the taste of the drink (29.8%) and then follows entertainment (29.04%). The most influential factors affecting consumers during the purchase of alcoholic beverages include quality, according to the point representation of selected factors in both regions. This finding, however, does not correspond to the volume of consumed alcoholic beverages and the funds spent, as the amount of money spent on the quantity of alcoholic beverages consumed does not correspond with high quality. Based on the results of the cluster analysis, 5 segments were created in both Slovakia and Czech Republic. There are proven differences between countries and individual segments. The first segment from the Czech Republic is a segment with not clearly defined opinion, consumes alcoholic beverages in a minimal amount, they are almost abstainers, university students, and if alcohol then it is only occasionally wine. The first segment from Slovakia is represented by consumers of spirits, alcohol is consumed occasionally, they decide according to the taste properties and prefer high quality, manufacturer and brand. The second segment from the Czech Republic clearly prefers beer, primarily due to its taste properties. The consumption per capita is highest -4 liters per week; it is made up of consumers aged 25-40 with secondary education. The second segment from Slovakia is a segment of beer consumers, it is consumed on any occasion and the taste properties are decisive. The third segment from the Czech Republic is represented by the age group of 18-24 years, especially students, low-income consumers who prefer spirits. In Slovakia, third segment represents consumers of wine. The taste properties are decisive, quality is insignificant, consumers have developed drinking habit and are consuming wine to satisfy their thirst. The fourth segment from the Czech Republic includes occasional drinkers of spirits. They prefer selected brands regardless of price, this segment has the highest revenue and a certain social status. The fourth segment from Slovakia is a segment without definite opinion on alcoholic beverages and with minimal consumption of alcohol. The fifth segment from the Czech Republic is a segment of occasional wine consumers (college students), mainly because of its taste and relaxation. The fifth segment from Slovakia is made up of spirit drinkers, who, however, consume also other alcohol, especially to satisfy their thirst.
